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ARTICLES 


ADVERTISING 


Can You Name the Ten Products These Concepts 
Advertise? 

by Arthur Stamler. March, page 32. 

The importance of an effective advertising concept in the 

achievement of the marketing objective, common pitfalls 

and how to avoid them. 


High Interest Advertisements (a 17-year study) 

by Ruth Annoni. September, page 22. 

A picture story of high-interest advertising which appeared 
in Modern Medicine since 1958; the study analyzes the 
reasons for physician interest factors evaluated over a 17- 
year period. 


A Transplantation Story: M.D. Teacher to a Medical 
Advertising Agency 

by Campbell Moses, M.D. November, page 32. 

The experiences of a physician/educator who accepted a 

challenge from the advertising field to become the medical 

director of a leading New York City advertising agency. 


AUDIOVISUAL MEDIA 


Choosing a Film Producer 

by Frank Cursley Jr. June, page 20. 

Mr. Cursley, a well-known medical film producer, offers 
sound guidelines on how to select the right film producers. 


DETAILING 


Critical Incidents in Pharmacist/Detailman Relations 
by Kenneth B. Roberts, M.B.A., and Mickey C. Smith, 
Ph.D. March, page 26. 

An in-depth look at pharmacists’ experiences (both positive 
and negative) with detailing. A partial sample of a study 
supported by Schering Laboratories to determine how the 
feedback received relates to the quality of detailmen 
performance. 


DIAGNOSTIC INDUSTRY 


The In Vitro Diagnostic Products Program 
by George Blatt. February, page 20. 
The author, a consumer safety officer in the Division of 
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Diagnostic Products Standards and Research, Food and 
Drug Administration, advises on how to comply with the 
Federal Government’s requirement for in vitro diagnostic 
products. 


The Diagnostics Industry and the FDA 

by Ronald Pilchik, M.S., M.B.A. February, page 30. 

A research study of the impact of the institution and imple- 
mentation of recent Food and Drug Administration regula- 
tions aimed at standardization which concluded that 
industry chose apathy instead of cooperation and participa- 
tion in creating formalized standards. 


The Techno-Economic Future of Radioimmunoassay or, 
A Look Into the Tea Leaves 

by Arthur B. Hale. October, page 33. 

The president of International Bio-Medical Information 

Services, Inc., gives the background for the sudden 


emergence of immunochemistry from a laboratory curiosity f 


to the ultimate in lab technique, and makes some projection 
regarding its future. 


EDUCATION 


The Number One Proficiency Void Among Salesmen: 
Adequate Verbals Skills 

by Jack R. Snader. March, page 20. 

‘*‘Why are so many of the pharmaceutical products and 
services of the 1970s being communicated to the medical 
market with sales presentation techniques of the 1940s?’’ 
This report of a four-year study examines the problem, pin- 
points the specific persuasive communication performance 
required of the pharmaceutical representative, and explains 
a program that was specifically designed to teach just those 
skills. 


The Role of the Symposium in Continuing Medical 

Education and Pharmaceutical Marketing 
by Barry J. Fry, Ph.D., and WarrenR. Ross. May, page 13 
The symposium can be one of the most powerful medical 
education tools. The authors, experts in the field, describe 
how, with careful and realistic definition of objectives, 
different techniques can be tailored to meet specific needs of 
many marketing programs aimed at physicians or health 
care professionals. 
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Pharmasim: A Computer Simulation Game of the 
Pharmaceutical Industry 

by Arthur A. Nelson Jr., Ph.D., and Jean P. Gagnon, Ph.D. 
September, page 54. 

An innovative learning tool for the pharmaceutical market- 

ing field — the computer game. It can effectively train bio- 

logically oriented persons in the administrative sciences by 

bringing into sharp focus through simulated situations the 

relationship and interdependence of various economic, 

marketing, and management principles. 


GENERAL INTEREST 


The Human Experimentation Time Bomb 

by Joseph Bernstein. June, page 26. 

How much is too much when it comes to drug experimenta- 
tion in humans? A philosophical discussion of forces that 
underlie the pressures on the scientific industry concerning 
experimentation of drug efficacy and safety. 


‘*The Pill’’ for Men: Attitudes of College Students 

by Helen Wetherbee, M.P.H., Mickey C. Smith, Ph.D., and 
William Benfield, M.S. August, page 31. 

A scientific survey conducted among male and female 

college students concerning their reception to the hypo- 

thetical idea of a male birth control pill. 


The Osteopathic Medical Story 

by Jay F. Wormser. September, page 15. 

A capsulated review of osteopathic medicine from its 
frontier birth in the 1870s through its metamorphic changes 
to its gradual acceptance as a full partner in caring for 
patients throughout the United States. 


Genetic Engineering Will Revolutionize the Drug In- 
dustry (an exclusive P. J. Berkowitz forecast) 

by Joseph Bernstein. December, page 20. 

The elusive P. J. Berkowitz, the whiz-kid brain child, 
turns up this time in Washington, D.C. to present his views 
on the future of genetic treatment of hereditary deficiencies 
with genic products and how the industry can benefit 
now by increasing research in this vast, and relatively 
untapped, area. 


GOVERNMENT/LEGISLATION 


The Rationale Behind Physician Perception Studies 
Sponsored by the Division of Drug Advertising 

by Constance Small. January, page 13. 

It is relatively easy to determine whether a prescription 
drug advertisement is downright false. ‘“The difficulty lies 
mainly with the advertisement which contains true, letter 
perfect information from a regulatory standpoint, yet creates 
a misleading impression upon the physician who reads it.”’ 
The author explains the reasons why the Division of Drug 
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Advertising, FDA, undertook physician perception studies, 
and how they were set up. 


The 1962 Drug Laws: Bad Dose for Consumers 
by Yale Brozen, Ph.D., and Laura Genero. February, 
page 13. 

An analysis of Professor Sam Peltzman’s exhaustive study of 
the 1962 drug laws prepared for the American Enterprise 
Institute for Public Policy Research. Conclusion: By re- 
quiring six to eight years of testing and processing time, 
the United States is suffering a serious technological drug 
lag. 


A Quantitative Analysis of Antisubstitution Repeal 

by Jeffrey A. Kotzan, Ph.D., Robert H. Hunter, and 
William N. Tindall, Ph.D. May, page 18. 

An evaluation of dispensing patterns regarding generic 

drugs, with data collected before and after legislation in the 

Saskatchewan province of Canada, and the economic 

effects of antisubstitution repeal. 


The Michigan Generic Substitution Law: a Survey of 
Opinion 

by Raymond Stewart. May, page 22. 

There seems to be no consensus at this time that the Michigan 

substitution law passed in 1975 protects the physician, the 

pharmacist, or that the pharmacist should be considered 

responsible for the quality of the generics he dispenses. 


An Evaluation of FDA-Initiated Remedial Devices 

by Constance Small. May, page 27. 

Stressing new cooperation between the FDA and drug 
advertisers in this article, Ms. Small emphasizes the need 
for clarity of information and wise choice of ad form to 
achieve the ultimate measure of corrective advertisement 
effectiveness. 


The Potential Impact of Medicaid Regulations on 
Pharmaceutical Sales 
by Lon H. Kennard and Glenn Spaulding. June, page 24. 
Medicaid program characteristics have significant impact on 
drug cost to the program as well as sales generally. This 
analysis determines drug utilization patterns of the products 
of one major pharmaceutical company with regard to two 
Medicaid drug programs. 


Federal Legislation’s Impact on Pharmaceutical 
Marketing 

by Paul Busch, Ph.D., and Darego W. Maclayton, M.S. 
October, page 24. 

A history of United States drug laws from the first Food 

and Drug Act of 1906 to the present, and how these regula- 

tions have affected changes in marketing and advertising 

practices. 


The In Vitro Diagnostic Products Program 
See Diagnostic Industry. 





The Diagnostics Industry and the FDA 
See Diagnostic Industry. 


Profits and Technology — Seeds of Growth 
See Pharmaceutical Industry. 


MARKETING 


Pressures Toward Conformity: Implications for 
Marketing 

by Jack Robbins, B.S., M.S., M.A. January, page 16. 

Society tends to demand conforming behavior from its 

members. Author Robbins demonstrates how marketers can 

take advantage of this pattern in planning their promotional 

strategies. 


How Medical Information Services Can Help Health 
Care Marketers 

by Alex J. Adler. January, page 24. 

A review of some of the techniques whereby professional 

and patient education can support pharmaceutical marketing 

efforts. 


Evaluating Competitive Marketing Research Proposals 


— a Formalized Approach 
by Edward G. Francell and Frank M. Oswald. February, 
page 16. 
A meaningful approach to evaluating marketing research 
proposals submitted by research supply firms. It focuses pri- 
marily on overall quality and content of proposals while 
seeking to place the usually dominant factors of cost and 
timing in proper perspective. 


The Marketing Man’s Dilemma — 1976 

by Edward F. Calesa and Edward M. Saltzman. August, 
page 15. 

The authors offer a new approach to marketing involving 

four disciplines: communication, medicine, education, and 

marketing, and explain how these can be combined to 

produce the most effective results. 


Ethical Journals and a New Cardiology Product: A Case 
History 

by Joseph P. Tartaro. August, page 22. 

A case history describing how ethical journal exposure 

alone solved a difficult problem: marketing new cardiac 

catheterization lab equipment. 


The Pharmaceutical Potential in Nigeria 

by William Connelly. October, page 18. 

The progressive Nigerian government’s plans for new 
medical facilities and genuine concern for raising the stand- 
ard of medical care for its people presents some unusual 
marketing opportunities and buying trends that favor phar- 
maceutical expansion. 


The Role of the Symposium in Continuing Medical 
Education and Pharmaceutical Marketing 
See Education. 


MEDIA 


Biomedical Journal Use and Problems: A Mayo Library 
Study 

by Jack D. Key, M.A., M.S., and Katherine J. Sholtz, M.S., 
M.L.S. April, page 30. 

Data concerning the wide use of journals at one of the 

most prestigious medical libraries in the world, and the 

management of the ever-increasing amount of medical 

information vital to the physicians using it. 


Ethical Journals and a New Cardiology Product: A Case 
History 
See Marketing. 


MEDICAL INFORMATION SERVICES 


AMA Physician Masterfile 

by Chris N. Theodore. October, page 13. 

The inside story of how the American Medical Association 
gathers and stores up-to-date information of professional 
activities and historical data on every physician in the United 
States, both AMA members and nonmembers, American 
medical students practicing here and overseas, and foreign 
medical graduates practicing in this country. 


How Good Is the American Medical Association 
Masterfile of Physicians? 

A Medical Marketing & Media Staff Study. November, page 
15. 

An impersonal and impartial study compiled by MM&M of 

the Stamford, Connecticut, area to establish a figure of 

accuracy on the physician specialty portion of the AMA 

Masterfile. 


The Impact of a Document Delivery Service on a Medical 
Library and Its Patrons 
by Katherine J. Sholtz, M.S., M.L.S., Jack D. Key, M.A., 
M.S., and Anita C. Terry, B.S.L.S. December, page 17. 
A study conducted by the Mayo Medical Library determined 
that the initiation of the photocopy center service (CCS) 
speeds up circulation of journal articles, makes them more 
easily accessible, more frequently used, and saves wear and 
tear of the original issue. 


How Medical Information Services Can Help Health 
Care Marketers 
See Marketing. 


Biomedical Journal Use and Problems: A Mayo Library 
Study 
See Media. 
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PHARMACEUTICAL INDUSTRY 


Profits and Technology — Seeds of Growth 

by Preston §. Parish. March, page 13. 

Mr. Parish, vice-chairman of the board of The Upjohn 
Company, believes that recent Government tax restrictions 
have been impeding progress of companies with inter- 
national markets and crippling those with the deepest 
commitment to research and development. He calls for a 
combined effort of Government and industry to take bold 
new steps to encourage greater investment in corporate R&D 
financed by a growth oriented tax policy. 


The Drug Industry — The Wall Street Point of View 
by David H. MacCallum. April, page 36. 

A look at pharmaceutical margins and production trends. 
Successful drug marketing, wise use of new opportunities, 
diversification, and productive research are the factors that 
have kept the drug industry’s position strong in the stock 
market. 


Are Drug Prices and Profits Without Honor? 

by C. Joseph Stetler. July, page 11. 

A positive statement from the president of the Pharma- 
ceutical Manufacturers Association. Only healthy profits 
make R&D possible and only research makes effective 
drugs a reality. 


Pharmaceutical Manufacturers Association Annual 
Survey Report 1973-1974 

July, page 17. 

Important data on total ethical pharmaceutical sales of all 

115 member firms of the PMA: R&D expenditure both here 

and abroad, employment, market shares, manpower, and 

projected forecasts and trends. 


The ‘‘New Pharmacist’’ and the Pharmaceutical Writer 
by William A. Zellmer, R.Ph. August, page 25. 

How pharmaceutical drug writers and drug manufacturers 
can complement the new pharmacist’s more active role in 
dealing with real, live patients, by providing him with 
complete information. 


Prescription Drugs and Health Care 

September, page 46. 

A position paper by one of the leading pharmaceutical 
manufacturers. ‘‘Eli Lilly and Company is at the heart of a 
system that encourages industrial accomplishment in order 
to fulfill the needs of people. Our goal is to discover ex- 
ceptional pharmaceutical products, to produce them 
efficiently, and to market them ethically.”’ 


A New Approach to The Three-Year Plan 
by Thomas J. Sheahan. November, page 18. 
Why do some corporate plans fail? The author suggests an 
independent counterplan which anticipates and offsets the 
common disasters that can occur with conventional plans. 


30 


PRESCRIBING/PRESCRIPTIONS 


Annual Prescription Survey by the Albany College of 
Pharmacy 

by Rinaldo V. DeNuzzo, M.A., F.A.C.A. April, page 13. 

An extensive examination based on data obtained from 27 

New York counties and one each from North Carolina and 

Vermont. Special emphasis on trends in generic, third party 

contract, and dental prescribing. 


A Profile of Prescription Services Provided to Geriatric 
Medicaid Patients in Long-Term Care Facilities 

by Rinaldo V. DeNuzzo, M.S., F.A.C.A. June, page 13. 

This in-depth study of 18,810 prescriptions revealed im- 

portant contrasts between the drug use profile of nursing 

home patients and the product needs of the general public. 


Marketing Implications of Consumer Reaction to 
Changes in OTC Label Information 

by Francis B. Palumbo, Ph.D., Mickey C. Smith, Ph.D., 
and Joseph F. Hair, Ph.D. September, page 36. 

By reviewing several studies concerning consumer compre- 

hension of over-the-counter drug label information, the 

authors offer important recommendations for future label 

information requirements. 


OTC Decision-Making: Using a Nonprescription Drug 
for the First Time 
by Deanne E. Knapp, Ph.D., Paul D. Oeltjen, Ph.D., and 
David A. Knapp, Ph.D. November, page 26. 
Responding to a need for research investigation on the 
importance of legitimate drug use by consumers, the 
authors conducted a three-part longitudinal study which con- 
cluded that the pharmacist was a most important influencing 
factor in the initial purchase and use of OTC drug products. 


Drugs in Dentistry 

by Bernard A. Smiler. December, page 13. 

“*In 1975 the field of dentistry will contribute over 100 
million new prescriptions of patient dollars to the pharma- 
ceutical marketing picture.’’ Mr. Smiler makes an appeal to 
pharmaceutical manufacturers to realize their obligation to 
provide dentists with appropriate drug information. 


The ‘‘New Pharmacist’’ and the Pharmaceutical Writer 
See Pharmaceutical Industry. 


PRODUCT MANAGEMENT 


Product Management in the Future: The Impact of Social 
and Economic Trends 

by Clayton H. Duke. January, page 20. 

Consumerism has forced the product manager to do in- 

depth, long-range planning not only in the area of consumer 

satisfaction with a product and company profitability, but 

also in the area of ultimate consumer and society welfare. 
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The Journal of the American Dental Association 
has the most influence on dentists’ buying decisions. 


TRUE. 


In a recent survey conducted by Advertising Management Studies,“ dentists 
said The Journal influences them 60% more in making their dental purchases 
than the next closest periodical. As a dental product advertiser, that’s important 
to you. 


AMS studies also told us that 

@ respondents found The Journal three times more useful in their work than 
other dental publications 

@ believability in The Journal! rates 80% higher than that in the next highest 
publication 

@ 45% of subscribers file their copies in a permanent file for future use 

@ and much more. 


The Journal rates highest in usefulness and believability. As the leading journal 
in the dental field (more than 116,000 monthly copies) and the most influential in 
the profession, this is where your advertising belongs— where your market will 
see it, believe it and respond to it. 

When you ask the question, “In which publication should | advertise?” you 
now know the true answer... The Journal of the American Dental Association. 


wee 


“Advertising Management Studies is an independent research organization which has been studying certain issues of 
The Journa!. Using the probability sampling technique. a significant cross-section of our Gentist readers were inter- 
viewed by AMS via telephone and personally 
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nurse leaders in family health. 


MATERNAL 
CHILD HEALTH 
NURSES 
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Family health care in America. A churning, changing na- 
tional endeavor. Consumers are demanding more health 
care. Better care. Maternal child health nurses are listen- 
ing and acting. These family care experts spend more time 
with America’s mothers, fathers, and children than any 
other health professional. More time in hospitals...in com- 
munity clinics...more time in the home. 


MCN, The American Journal of Maternal Child Nursing ™ 
is where maternal child nurses come to find ways to care 
for families better. MCN is the only publication that covers 
the entire scope of maternal child health nursing. These 
nurses at last have a magazine of their own. MCN answers 
their questions, improves their practices, provides them 
with new information, refreshes their memories, solves 
their professional problems. And they’re listening to MCN. 


If you have a story to tell about family health, MCN will tell 
it better. MCN is the shortest route to the people who matter 
in family health. 


aiit-Ldiavem aliarefmar-le) el-18 
in the family health market 


™ 


THE AMERICAN JOURNAL Of 
MATERNAL CHILD. NURSING |” 
A publication of The American Journal of Nursing Company 


10 Columbus Circle 
Contact: Jack O'Connor — New York, New York 10019 
212-582-8820 
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The United States Antibiotic 
Market --- 
Prognosis for Future 
Profitability 





John J. Horan, president of Merck & 
Company, Inc., has announced major 
changes in executive responsibility 
and organizational alignment. John L. 
Huck, senior vice-president, will 
transfer from West Point to corporate 
headquarters in Rahway, New Jersey. 
Mr. Huck has assumed overall direc- 
tion of the company’s pharmaceutical 
and animal health divisions in the 
United States and Canada, its in- 
dustrial and environmental health 
businesses, and its consumer products 
business. Hubert N. Fiaccone, also a 
senior vice-president, has assumed 
corporate staff responsibility for the 
company’s capital expansion program 
(currently running at a rate of more 
than $200 million a year), for planning 
the most economical and efficient use 
of existing facilities and rational de- 
velopment of new facilities, and for 
production efficiency and quality con- 
trol. Howard F. Powers was elected 
to the newly created position of group 
vice-president in charge of Merck’s 
industrial and environmental health 
businesses. John E. Lyons has been 


Huck Powers 
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elected president of Merck Sharp & 
Dohme, the United States prescription 
pharmaceutical division of Merck. Mr. 
Lyons will be responsible for all of 
MSD’s marketing, production, medi- 
cal services, and administrative ac- 
tivities. Merck Sharp & Dohme has 
also appointed three new vice-presi- 
dents: Franklin W. Costner, vice- 
president for sales; Eugene F. Mc- 
Cabe, vice-president for marketing; 
and A. Curtis True, M.D., vice- 
president for medical services. 
cd 
William T. Murphy has been named 
president of the Glenbrook Labora- 
tories division of Sterling Drug Inc., 
and Arthur P. Catalani president of 
Breon Laboratories, a Sterling Drug 
subsidiary. 
& 

William M. Burckart, president of 
Ellicott Drug Company, was elected 
president of the National Wholesale 
Druggists’ Association, succeeding 
Clifton C. Hopper, chairman and 
president of Southwestern Drug 
Corporation, who was named NWDA 
chairman of the board. William J. 


Murphy 


Catalani 


continued on page 36 











